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Print and digital both reflect considerable reading times with strong engagement.

Research conducted over a span of eight years strongly supports how print boosts
digital performance across several key attributes.

This added depth of engagement is why print consistently achieves the highest
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According to The Online Marketing Institute, it takes seven to thirteen touches to deliver a Average Time Spent Per Issue
qualified sales lead. A varied mix of media, including print, is needed to move prospects from
familiarity to preference and ultimately, to action.
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ONLINE ONLINE ONLINE Brand Print* Digital” Total
(EEY, 169,000 | 368,206 537,206
Brand Awareness Brand Favorability Brand Purchase Intent
Overdrive 214,000 | 1,211,815 | 1,425,815
Source: Millward Brown Digital, 2007-2015

Truck Parts 30,000 | 36707 | 66,707
& Service

AR 20,000 | 69,083 | 89,083
Manager

Talk to your sales representation today to find out how to develop a more

i e i . i . . . Equipment World | 214,000 | 492,053 | 706,053
fully integrated advertising initiative with print, digital, and data resources. aap

‘annual reach. ™ mobile, social media, website.
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